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U.S. Wireless Carriers to Launch Common Short Code Capability

October 21,2003

Las Vegas, Nevada- The Cellular Telecommunications & Internet Association (CTIA) today announced its carrier
members are launching Common Short Code (CSC) capability via five-digit numbers. CTIA, the international
association for the wireless telecommunications industry, is the program's administrator, and NeuStar, Inc., a leading
provider of industry-critical numbering, infrastructure and registry, will register CSC services on behalf of the U.S.
wireless industry.

Common Short Codes will enable wireless subscribers to request a wide variety of content for delivery to their mobile
devices by entering a common code, regardless of their service prOVider. Applications include sweepstakes, tele-voting
campaigns and other contests; mobile coupons and other promotions; and a wide range of additional interactive
wireless services. Marketers of consumer products and services as well as business and enterprise customers are
expected to use CSCs to directly interact with and attract various audiences, as CSCs proVide an unprecedented
opportunity to interact with customers.

"What this means is that the already popular actiVity of text messaging is about to explode," said Ashley Glennon,
Director of Messaging at T-Mobile. "Now, companies from across the globe have a convenient way to secure a short
code for use across all the major Wireless carriers:-and to extend the reach of their product, service or brand."

"Common Short Codes are an excellent means for popular brands to connect with more than 100 million U.S. wireless
subscribers," said Glenice Maclellan, VP of Messaging Services at AT&T Wireless. "Building on the short code activities
of individual carriers like AT&T Wireless, this initiative is an important first step that will enable Common Short Codes
to take their place alongside more traditional promotional channels."

"We are bUilding a new and exciting mobile market with the introduction of Common Short Code Registry services. Th
wireless industry has learned much from the successes of inter-carrier messaging and this program builds on that
success," said, Paul Palmieri, Director of Business Development for Verizon Wireless.

The program is designed to capitalize on enthusiastic consumer response to short codes by making
codes more broadly available to consumers through interoperability across multiple carrier networks.
Previously, short codes were limited to individual carrier networks, with cross-carrier functionality onl)
achieved through cumbersome and time-consuming carrier-by-carrier negotiation. The newly
established CSC program will enable one-stop shopping and reservation of selected or random codes
that have been set aside for common use by participating carriers. Carrier connectivity, whether direct
or through brand and/or content aggregators, will require carrier-by-carrier negotiation and individual
application approval. All wireless carriers are invited to participate in the program.
Initial Carrier Participants

ALLTEL, Cricket Communications, Sprint PCS, Verizon Wireless,
AT&T Wireless Services, Dobson Cellular Systems, T-MobileUSA, Virgin Mobile, USA
Cingular Wireless, Nextel Communications, U.S. Cellular and Western Wireless.

"We've been anxiously awaiting the introduction of a streamlined process to acqUire CSCs to satisfy our grOWing
customer demand for wireless channels that reach the 100 million 2-way SMS capable U.S. Wireless subscribers," said
Scott Newman, CEO of GoldPocket Interactive, a leading wireless enabler for entertainment companies such as FOX,
ABC Family, MGM, GSN and others. "The fact that this is a full service, with customers requesting content or
participation, creates fertile opportunities for brands and promises value and benefits to Wireless subscribers."

"The U.S. wireless industry has seen consumer appetite for interactivity through various media grow tremendously,"
said John Windolph, CTIA's SVP for Business Development. "The European market for CSCs has exploded and we
expect similar consumer participation in the United States. The wireless industry now has the capability to meet the
groWing demand from consumers and marketers alike, and to make content and mobile interactivity commonly
available to wireless subscribers, regardless of their wireless prOVider."

http://www.ctia.org/mediaJpress/body.cfm?bPrint=1&showbox=O&AID=OOOOO&PRID=1... 3/12/2008
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"We are very pleased that CTIA and its members have selected NeuStar to assume this critical
registry role that will enable interoperability across wireless carriers, content providers and ultimately end users,"
commented Robert Poulin, SVP of Wireless Data at Neustar. "Neustar looks forward to serving the wireless carrier and
content provider communities to unlock the network effect for Common Short Codes."

Those interested in reserving selected or allocatee! codes should complete an application form and submit payment at
www.USshortcodes.com. Content providers or their aggregators will be required to include their proposed CSC
application, a general description of the application, and additional programmatic details as part of the reservation
process. Carriers will individually review each application, test it for performance and functionality, and approve or
disapprove of its use over their networks. The process and timeline for negotiation and review will vary by participatin
carrier and will depend on connectivity arrangements and CSC application specifics.

Common Short Codes will be available for reservation for three, six and twelve month periods. Applicants can choose
between randomly allocated codes ($500 per month) or specific codes ($1,000 per month) for their promotional
programs. CSC Registry services are available beginning October 21, 2003.

About NeuStar - NeuStar is the premier neutral third party provider of interoperability services that unlock the networ
effect for telecommunications and Internet networks. NeuStar operates the official registry of all North American
telephone numbers and manages the database which all carriers rely on to route billions of telephone calls a day. In
addition, NeuStar operates a next generation Registry that supports the .BIZ and .US internet addresses as well as thE
routing needs of data services such as MMS. NeuStar is also the leading provider of OSS (Operations Support
Systems) clearinghouse services that allow telecom and enterprise firms to strengthen odering, service provisioning,
billing and customer service functions. For more information visit www.neustar.biz.

# # #
CTIA is the international association for the wireless telecommunications industry, representing carriers, manufacturer
and wireless Internet providers.
WWW.wow-com.com

http://www.ctia.org/media/press/body.c1'm?bPrint=1&showbox=O&AID=OOOOO&PRID=1... 3/12/2008
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The Mobile Marketing Association's (MMA) Short Code Working Group developed this primer to
provide an overview of the process that a brand, content provider, agency or technology provider should
follow when considering launching a short-code-based marketing campaign or initiative.

About the Mobile Marketing Association (MMA)

The Mobile Marketing Association (MMA) is the premier global association which strives to stimulate
the growth of mobile marketing. The MMA is an action-oriented association designed to clear obstacles
to market development, to establish standards and best practices for sustainable growth, and to evangelize
the mobile channel for use by brands and third party content providers. MMA members include agencies,
advertisers, hand held device manufacturers, wireless operators and service providers, retailers, as well as
any company focused on the potential of marketing via the mobile channel. The Mobile Marketing
Association's global headquarters are located in the United States. For more information, please visit
www.mmaglobal.com

Short Code Working Group

The MMA created the Short Code Working Group, chaired by Mobile Accord and Twelve Horses, to
establish administrative and technology guidelines for short-code utilization. In a future phase, this group
will reconvene to evaluate the feasibility and market demand for short codes that will work in both
Canada and the United States.

The Short Code Working Group developed this primer in collaboration with representatives from ipsh!,
Mobile Accord, NeuStar Inc., Sprint Nextel, Syniverse Technologies and Twelve Horses.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://IMVW.mmaglobal.com/shortcodeprimer.pdf

Page 3 of 19



•••
• - 1T'I1'TIa
•••••••• mabie merketlng

assocatbn

Common Short Code Primer

Common Short Codes (CSCs) are phone numbers, usually four to six digits, that mobile phone users
utilize to send Short Message Service (SMS) messages to in order to receive information, sports scores,
weather alerts, or to participate in contests and receive electronic coupons. By making it fast and
convenient for mobile users to select and receive information, CSCs greatly increase consumer response
to advertising and marketing promotions.

CSCs also put consumers in control because they can customize the information that they receive. That
ability is important because under most rate plans, users pay for incoming SMS messages. By giving
users a way to specifY exactly what they want to receive, CSCs improve the chances that they'll
participate in SMS-based campaigns.

CSCs are provided and managed by an ecosystem of companies, including the Common Short Code
Administration (CSCA), participating wireless carriers, Mobile Application Service Providers (MASP)
and Aggregators. Any company can use a CSC, but it must be obtained from this ecosystem through a
series of steps, which include applying for a CSC and submitting the CSC-based campaign to wireless
carriers for review and testing.

This primer provides an overview of CSCs, including the available types and how they are currently used
in advertising and marketing promotions. This primer also describes the roles of each of the ecosystem's
members and their relationship with the company conducting the CSC-based campaign. Finally, this
primer provides step-by-step instructions for successfully developing, applying for and executing a CSC
based campaign.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.com/shortcodeDrimer.pdf
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The Common Short Code Primer was created to help brands, content providers, agencies and technology
providers better understand what's involved in implementing Short Messaging Service (SMS) campaigns
using Common Short Codes (CSCs).

Since their creation in 2003, CSC-based campaigns have evolved in terms of acceptable use and business
requirements. The CSC ecosystem is still evolving, so it's recommended that new entrants work with
companies that have experience in the implementation of CSCs. This primer documents the process and
expectations for registering and provisioning a CSC in the United States.

The following section provides an overview of the CSC ecosystem, the companies involved and the
process of developing and executing a CSC-based campaign.

General esc Ecosystem and Processes

I. A wide variety of companies use CSCs to build
their brand and generate product awareness. One
way to launch a successful CSC is to work with a
Mobile Application Service Provider (MASP),
which is a partner that provides guidance for
understanding CSCs and adjunct wireless
technologies. Although this primer provides a
basic overview of CSCs, working with a MASP is
recommended in order to address the nuances and
complexities of a mobile campaign.

Depending on your in-house resources and
capabilities, you may choose to either completely
outsource to a MASP, or work with the individual
provider partners in the eco-system. MASPs have
a varying level of capabilities and services, so it's
important to pick one that meets your needs. For a
list of MASPs, visit the MMA membership
directory at
http://mmaglobal.com/moduIes/content/index.php?
id=8.

2. MASPs typically - but don't always - complete a
esc application form for leasing a short code. If
they complete the application, it will then be
reviewed according to wireless carrier guidelines
and approved pending payment with the Common
Short Code Administration (CSCA). Although
companies may submit an application without the

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.comlshortcodeprimer.pdf
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help of a MASP or an aggregator, their assistance is highly recommended. The MASP's
assistance with the application improves the chances that the campaign will be accepted the first
time, although it's not a guarantee. Once payment is approved, your CSC is assigned as a random
code or a vanity code. A CSC can be ordered either on your behalf or directly by your company.
CSCs are required by the CSCA registry to be registered on behalf of the content provider, which
is the legal owner of the CSC and thus responsible for any disputes or changes.

3. It's important to clearly outline your campaign before submitting the application for a CSC lease
with the CSCA. For tips on submitting applications, see the Best Practices section at
www.mmaglobal.comlbestpractices.pdf. A later section ofthis primer provides more details about
the application.

Once the CSC application is accepted, the next phase is carrier provisioning and certification

4. When working with MASPs, you will seldom, if ever, have to work directly with an aggregator.
Many aggregators have the capability to be the application provider; however, the capability
varies from aggregator to aggregator. Ifyou decide not to work with a MASP, make sure that you
review the aggregators' capabilities and functions to assure that they meet your needs. Some
aggregators won't work directly with a brand or a content provider. Not all aggregators will
submit your CSC application for you; however, it's important to note that this often assures
acceptance of the campaign the first time. For a list of aggregators, see
http://www.usshortcodes.comlcscfindconagg.htm .

Aggregators will typically work with a MASP, wireless carriers and/or you to provision your
CSC within the carrier network(s). Provisioning is the process of establishing and opening the
connection between the aggregator and each carrier's network to allow for testing by the MASP
and prepare the application/campaign for certification. Aggregators are the first point of wireless
network connectivity. Carriers rarely allow brands or content providers to connect directly to their
networks.

5. Carriers have the right to accept or deny any campaign, hence the importance of clearly defining
your campaign in detail. If it's not clearly defined and doesn't follow the MMA Best Practices
Guidelines, it will be rejected, delaying your campaign. The application is reviewed for legal
risks to the carrier because they're responsible for delivery to their customers. Depending on your
campaign goals, you may need to provision your CSC on multiple wireless carriers.

While the provisioning of a CSC does permit the delivery of the content or campaign to any of
the carriers' subscribers, handset type, wireless plan, preferences, credit class and other variables
will limit your actual addressable base of subscribers delivered to the carrier's or carriers' entire
customer base(s). Instead, it often means that content can be delivered only to phone numbers that
have been white listed or pre-approved by the carrieres). Provisioning is an interim step that
allows for testing and certification to occur. Once that's complete, the campaign must be
certified. Certification is a process that includes testing the application, reviewing your campaign
to verifY that it's functioning and delivering content as outlined within your CSC application.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.com/shortcodeprimer.pdf
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6. Once testing and certification are complete, you can launch your campaign. If you decide to
change the type of campaign, eco-system providers or its message flow, a CSC modification
request must be made to the CSC help desk which will then inform the carrieres) and affected
ecosystem partners. Failure to submit this request will result in termination of the campaign.

All CSCs are five-digit numbers available in two different versions: random and vanity. Random CSCs
are numbers that the CSCA assigns to you following approval of your application. Vanity CSCs are
numbers that you select from a database of available CSCs. Before submitting an application for a
campaign that includes a vanity CSC, you must search the CSCA's on-line database to determine its
availability.

There are two types ofCSCs: Standard SMS, where there's no charge for the content, and Premium SMS
(PSMS), where there is a charge. The way you use the CSC in an SMS campaign determines the CSC
type. For example, if you use a CSC to send messages that aren't billed to the end user by the carrier, then
a Standard CSC applies. (However, keep in mind that depending on their rate plan, users still may be
charged for each SMS.) With a PSMS, the user is charged a fee for the content in addition to any basic
messaging charges that apply under their rate plan.

CSCs also can be grouped into use-case categories. Although agencies, application providers and carriers
may use different titles and definitions, the basic categories include:

• iTV

• iRadio

• In-venue

• Ringtones and graphics

• Contest

• Consumer packaged goods

• Movie promo

• Information & Entertainment

• Alerts

• Chat

• M-commerce

• Coupons/advertising

SMS Information and Alerts
This is a "pull"-based method to deliver information, statistics and schedules about a certain topic or
event. Users text a keyword to a CSC and receive or "pull" instant news and information. Users can also
sign up to receive alerts on any topic - also known as "permission-based" services. Examples include
weather alerts, store openings, the winner of a baseball game and medical alerts.

Interactive Media
CSCs enable users to interact with mobile marketing campaigns. As a result, they're a way for traditional
media channels - such as TV networks - to provide a new form of content interaction with current or

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.comlshortcodeprimer.pdf
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potential customers. For example, a radio station could use CSCs so that listeners can receive alerts when
their favorite songs are about to be played. CSCs can also give traditional media channels more options
for attracting new audiences and creating additional revenue streams. One example is promotional games,
which are a fun, interactive way to increase brand loyalty and awareness.

Tones and Images
Most cell phones sold over the past two years support ringtones and wallpapers. This content is ideal for
promoting a brand. For example, a record company could promote a new album by creating a CSC-based
campaign that distributes wallpaper photos of the artist and ringtones based on the album's first single.

Mobile Tickets and Coupons
Using cell phones to purchase products such as songs and movie tickets is common, particularly among
younger demographics. Known as mobile commerce, or simply m-commerce, this approach includes
secure payments and delivery of the product - such as a song - directly to the handset. M-commerce is
extremely cost-effective and an excellent opportunity for cross-promotions and sponsorships. Examples
include tickets for sporting events, movies, hotels and transportation, as well as coupons.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.com/shortcodeprimer.pdf
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The first step in launching a CSC-based campaign is to register with the CSCA and then submit an
application documenting your program. The application-review process takes less than two business days.
Payment is due upon approval of the campaign, and a random CSC is not assigned until payment is
received.

Regardless ofwhether the application is submitted by an application provider, agency and/or aggregator,
it should be as detailed as possible. Insufficient detail, including not answering all of the questions in an
application, is the most common reason for rejection.

The application submitted to the CSCA differs from the Campaign Brief Application that will be
submitted to the wireless carriers via the MASP and/or aggregator. Every application provider, agency
and aggregator has its own format, and every wireless carrier has its own submission process. As a result,
approval at one stage doesn't guarantee approval at other stages. The industry is working to streamline
this process and combining the application process. Until the new procedures are in place, it's important
to work closely with your application provider, agency or aggregator because they have a greater
understanding of what the CSCA and wireless carriers will accept.

If you choose to select and contract with an MASP to work with you, you can expect the following:

• The aggregator will assist in creating a campaign brieffor submission to the carrieres). The brief
is based upon the application submitted to the CSCA and the information obtained from the
MASP.

• The aggregator will submit the program to the requested wireless carrieres).
• The aggregator's account manager will track the program submission, provide updates and

monitor launch process. They will also provide detailed reporting following launch at a pre
determined interval as described in the contract.

If a wireless carrier rejects a program, you may be able to modify it to meet the carrier's requirements.
Once the changes have been made, the program can be resubmitted to the carrier. However,
resubmissions aren't prioritized ahead of first-time applications, so companies should be aware the second
review may result in delays for launching the campaign.

The campaign must follow the program brief that was approved, as well as the MMA Consumer Best
Practices guidelines. The carrier will test each aspect of the program, including billing. Once this testing
is complete, the program is considered "launched" and "live" on the network. The entire process can take
anywhere from one to over eight weeks, depending on the number ofparticipating carriers and the
campaign's use-case category.

Campaigns that have a detailed marketing campaign with an associated and committed ad support are
likely to be approved faster than those without a plan.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.com/shortcodeprimer.pdf
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The aggregator submits the campaign to the carrier's messaging organization, which reviews it for both
content and complexity. The submission is first checked for compliance with the MMA Consumer Best
Practices guidelines, and those that don't meet the guidelines typically are rejected immediately.

For more information about the guidelines, see www.mmaglobal.com/bestpractices.pdf.

Content is considered restricted if it contains any of the following:

1. Intense profanity
2. Intense violence
3. Graphic depiction of sexual activity
4. Nudity
5. Hate speech
6. Graphic depiction of illegal drug use
7. Any activities that are restricted by law to those 18 years of age and older, such as gambling and

lotteries

Campaigns that include restricted content or that violate individual carrier standards will be rejected
immediately. If the carrier's department determines that a campaign may be in violation, it may ask other
members of the department to review it or send it to the carrier's legal department for a formal review.
These additional review steps can delay approval.

Some campaigns are referred to as "spike-inducing", suggesting that they could produce sudden increases
in messaging volumes. One example is a CSC that TV viewers use to vote for a contestant on a show.
Within the hour or half-hour that the show airs, messaging traffic can increase suddenly and significantly.
Wireless carriers must be prepared for such spikes in order to ensure that messages aren't lost or delayed.
Companies conducting CSC-based contests have a vested interest in helping carriers anticipate and
accommodate traffic spikes: For example, if the contest awards a prize to first 100 people who send a
message to a CSC, participants whose messages are lost or delayed are unfairly penalized.

Each carrier has different spike thresholds. Companies should be aware that if a particular campaign
adversely impacts the network, it may be rejected. When a spike-inducing campaign is submitted, the
carrier's messaging department will work with its colleagues in other business units, such as engineering
and network operations, to determine if there will be problems once the campaign is underway. The
process of working with multiple departments may create delays in CSC approval.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.comlshortcodeprimer.pdf
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After a campaign is reviewed for MMA Guideline compliance, content and network impact, it may be
subject to another review for billing, such as if it involves a new price point for premium campaigns.
This is especially true for campaigns that require aggregator involvement for supporting either a new
billing procedure, price point(s) or billing system. This additional step varies by carrier and may delay the
CSC approval process.

After the billing components are approved, the carrier follows procedures - which vary throughout the
industry - for provisioning the campaign on its network. Carriers often work with the aggregators for
notification of network readiness and end-to-end testing of the campaign, all the way out to the handsets.

The Aggregator model is the current business model for CSC campaigns.

Broadly speaking, under the Aggregator Model, carriers will not have a contract with you directly. Instead,
each carrier has a master agreement with each of their connected aggregators/MASPs, which will in turn
have a contract with you. As a result, the carrier does not have to contract individually with each of the
thousands of content and application providers seeking to have their campaign accessed via a CSC.

If you have not already chosen a connection aggregator/MASP, you should check with them to see how
they provide access to the carriers and geographic areas that you wish to market to. For more information,
visit the Connection Aggregator Information site at www.usshortcodes.com/cscfindconagg.htm.

Depending upon the type of campaign you're running, the type of messages involved (Standard or
Premium) and your agreement with your connection aggregator/MASP, you may be able to participate in
revenue sharing. The revenue share from the carrier to your connection aggregator/MASP is included in
their contract. That contracted share percentage will also vary by each carrier.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.com/shortcodeprimer.pdf
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Once the carrier messaging point of contact is made aware that the campaign is available on the network
(which may entail provisioning on multiple network elements), testing can begin. Testing ensures that the
language and content are suitable, program flow is logical, handset rendering (display) is proper,
keywords (including opt-out and help) work and the billing is functional.

The aggregator will be notified of any deviations or errors at this point. These may cause further delays in
the campaign's launch. A program that passes testing is ready for launch, and the aggregator is notified.

Below is a list of issues and mistakes that can result in the delay or denial of a esc campaign:

• Deviation from MMA Consumer Best Practice Guidelines
• Violation, or questionable conformity, with Carrier Content Standard Guidelines
• Spike-inducing or massive-volume programs
• Unusual billing requirements
• Network-provisioning considerations
• Testing issues
• Lack of forward planning or consultation of experienced partners
• Technical aspects of your campaign are not in place well before the intended launch date.

Mobile Marketing Association. June 2006
Version 1.0
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The following items must be completed! implemented in order for a campaign to be approved by carriers:

1. Terms and Conditions (T&Cs): All campaigns must have associated T&Cs. These can be
added to the message text. The most basic acceptable T&Cs must include billing rate, help
instructions and opt-out instructions. An alternative to using limited text messaging
characters to define the T&Cs is to include a URL in the message to a Web site that includes
the T&Cs. If the campaign is a sweepstakes, this is highly recommended because certain
carriers require an alternative way to enter the sweepstakes other than using the CSC.

a. It is recommended that if you choose to set up a Web site that you provide the
T&CS, as well as information about the campaign, the HELP access procedure
and opt-out information.

b. Include help and opt-out verbiage. All campaign messages must include the
methods to get help or opt out.

c. Help verbiage must include a phone number to get help, as well as an e-mail
address. Ifthere's a Web site established for the campaign that includes help
information, that site's URL should be included.

2. Opt-out verbiage: Reply STOP to opt out must be included in all messages. If a user opt outs,
an opt-out confirmation must sent to the user and include help verbiage.

a. Opt-in All Contacts: All contacts must receive an opt-in message and be required
to reply with specified opt-in text in order to be added to the contact list for the
campaign. Sending messages to contacts that have not opted in is considered
Spam. Spam will not be tolerated and will result in immediate termination of the
campaign.

3. Define the message flow: For all campaign applications, you must define the flow of all
messages, including opt-in, confirmations, help and opt-out verbiage.

4. Help and opt-out functionality: Help and opt-out functionality must work for anyone,
including those not opted-in to the campaign.

5. CSC receipt: If you choose to procure a CSC on your own, you will be required to submit a
copy of that receipt to the MASP.

Mobile Marketing Association, June 2006
Version 1.0
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The following is a list of acceptable campaigns:

I. Sweepstakes: Examples include giving away an item at a booth at a convention by routing sign
ups through a CSC campaign and notification of the drawing time.

2. Voting applications: Examples include voting for your favorite booth at a convention or for a
favorite sports player.

3. Infonnation alerts such as weather and road conditions
4. Downloads such as ringtones, music and graphics
5. iTV/iRadio, such as streaming audio/video and Podcasts.
6. In-venue
7. Movie promo
8. Coupons and advertisements
9. Chat

The following campaigns are not acceptable unless on a restricted content carrier that has implemented
the appropriate access controls:

1. Those that promote the use of illegal drugs.
2. Offering sexually explicit images, pornographic content.
3. Any content that facilitates or promotes illegal activity.
4. Prejudicial comments, communications and/or content that facilitates or promotes unlawful

violence, and/or discrimination based upon gender, ancestry, race, sexual orientation, religion,
marital status, age, disability, national origin, veteran status, creed or color.

Mobile Marketing Association, June 2006
Version 1.0
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Common Short Code Primer

There are several components to a CSC application, and each serves a purpose through the ecosystem.
Hence the importance of providing as much detail as possible. One of the biggest frustrations is
successfully leasing a short code from the CSCA and then having the application rejected by a carrier
because insufficient detail was provided.

Below are the general categories that you'll be expected to complete for a CSC lease.

Applicant details - This section of an application form lists the contact information for any questions
that the CSCA may have with the initial CSC application. The applicant also pays the CSC registration,
either for themselves or on behalf of the content provider.

Content provider details - This is contact information for the entity providing the content that will be
delivered to the handset. This information is used by the carrier to allow them to put the end user in
contact with the entity providing the content in order to allow resolution of billing or problems such as
opt-out and delivery failures.

In the event of any dispute, the CSCA looks to the Content Provider as the ultimate responsible and
decision-making party.

Application provider details - This is contact information for the entity that will be providing the
application infrastructure to deliver the messages to the aggregator for delivery to the carriers. This
information is important for carriers and aggregators because it tells them whom to contact if there are
problems with the campaign, such as messages not being delivered properly.

Connection aggregator details - This is the contact information for the entity doing the
connectivity/bind with the carriers. Carriers use this information when there are problems with a
campaign. As noted earlier, carriers don't work directly with companies or content providers. Instead,
they work with aggregators, so this information needs to contain your primary contact at your aggregator.
If you are working with a MASP, you'll need to get this information from them ifyou lease the CSC
directly from the CSCA.

Payment method - This information specifies how you will pay for your lease. Payment is expected
upon approval ofyour campaign application.

Term - This is how long you will be leasing the CSc. There are three options for the lease length. You
must stay current on you lease payment or the campaign will be shut down and you will have to start the
whole ecosystem over again. Failure to stay current on your payment will also put the CSC number back
into the number pool and could mean that you lose that number for further use.

Requested CSC - This section describes the kind ofCSC you want to register. If you choose a vanity
CSC, you must verify that the number is available before requesting it.

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: http://www.mmaglobal.comlshortcodeprimer.pdf
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Common Short Code Primer

Application type - In this section, you must provide information about the campaign's category type. For
example, you'll need to select Contest if you are running a contest. This information is provided to make
it easy to identify and track the various types of campaign requested and used.

Duration - You will need to determine ahead of time how long you will be conducting your campaign.
This information helps carriers and the CSCA determine when a CSC will be available for re-use. You
will need to provide a start and an end date; however, it's possible to select ongoing ifyou do not have an
end date determined.

Time of day/day ofweek - You will be expect to provide information on the day and week the program
will be available or unavailable. This information helps the carriers and aggregators to better understand
traffic/volume models of the campaign so that they can properly plan and scale their networks for
capacity needs.

Campaign advertising/marketing - When completing the CSC application, you must provide
information about how you plan to advertise the campaign. You will need to provide information such as
where it will be available for use, the distribution reach ofyour advertising and how you'll be promoting
the campaign, such as in magazines or on TV. You also must provide details about when these materials
will be issued. This information helps aggregators and carriers better understand the needs of the
campaign in order to scale their networks to assure availability and deliverability.

Traffic volumes - It's important to have an understanding of the expected traffic volumes the campaign
is going to create. It's better to overestimate traffic volumes than to underestimate them. You also must
explain how you estimated the traffic volumes. For example, 5% of the print readership is expected to
participate, and the circulation of the printed material is 1,000 people, so it is expected there will be 50
people participating in the campaign. Of those 50 people, you will the need to define how many of them
are going to be participating from each carrier.

Step-by-step message flow - Before you will be able to lease a short code, you must fully develop your
campaign. To do that, you must think about every step the end user will go through as they participate.
Common practice is to use the terms MO (Mobile Origination) and MT (Mobile Termination). Both terms
define where the message starts from. An MO is a message that was generated by the end user from their
handset and is delivered to the application. An MT is a message that is generated by an application and is
sent to the end user. You also should provide a contextual description of the campaign. This information
is necessary for carriers to be able to understand the campaign and determine if it meets the best practices
guidelines.

Message rate - You will be expected to define the type of CSC you are planning to run: a Premium SMS
or a Standard Rate SMS. This information helps carriers and aggregators in handling billing for the
content delivery.

Help - You must provide information about how end users will be able to get help. If the end user
experiences problems, you are expected to provide resolution. You must provide information about how
they get this information within the campaign, as well as through a Web site and a toll-free number. This
information is required so that the carriers can point the end user to you if there is a problem.

Mobile Marketing Association, June 2006
Version 1.0
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Common Short Code Primer

Opt-out - You will need to define the text for the opt-out message, which must include the help
information and a confirmation that the user has been opted out. Opt-out functionality must work for the
following keywords at a minimum: stop, quit and end.

Short description - You should provide a short description of a campaign within the application. This
short description is give to customer support within the carriers to better answer end user questions when
a customer calls requesting information.

~ Aggregator: Aggregators are the first point of wireless network connectivity. Aggregators work
with carriers to implement the functionality of a CSC.

~ Carrier: Wireless carriers that provide cellular service to their users.

~ Campaign: the series of messages and marketing activities that comprise a CSC campaign.

~ CSC: Common Short Code

~ CSCA: Common Short Code Administration

~ MASP: Mobile Application Service Provider

~ MO: Mobile Origination is a message that was generated by the end user from their handset and
is delivered to the application

~ MT: Mobile Termination is a message that is generated by an application and is sent to the end
user.

~ MMA: Mobile Marketing Association

~ Opt-Out: The means by which the wireless subscriber takes action to withdraw permission.

~ Opt-In: The process that requires the wireless user to grant permission to the party that wants to
send it information.

~ PSMS: Premium Short Messaging Service require billing to the end user's account by the carrier.

~ SMS: Short Messaging Service

Mobile Marketing Association, June 2006
Version 1.0
Soft copy available at: hltp:/Iwww.mmaglobal.comlshortcodeprimer.pdf
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Common Short Code Primer

Q: How long will it take to launch a program?
A: This timeline depends on the application type and number of participating carriers. Assuming a fully

developed, ready-to-run program/application, it may be six to eight weeks (or more) from carrier
acceptance. If the program is rejected during this process for any reason, the timeline obviously can
increase.

Q: Once the program is submitted to the wireless carriers, how long will it take for an initial response?
A: All wireless carriers have their own review processes, but typically a response with an approval or

rejection will be within five to 10 business days.

Q: How are programs tracked?
A: The MASP/Aggregator account manager will track all steps during the process of approval and

provisioning and is responsible for sharing this information with you in a timely basis as determined
during initial consultation. Most wireless carriers are utilizing online submission applications which
are accessible by the carrier operations staff at the aggregator. The program submission may be
viewed along with its status and forwarded to your account manager for tracking.

Q: Can I get updated information on my submission at any time?
A: Typically the first week following submission there is little or no information to share regarding a

program. After the first week the account manager should have a status update on the whether or not
it has been reviewed.

Q: What is acceptable content and what is not?
A: Each wireless carrier has their own specifications regarding content. Your MASP/aggregator knows

these specifications and is alerted by the carrier when changes are made. The account manager will be
able to share this information with you. Some examples of what is not acceptable by some carriers are
pornography, the use of firearms and tobacco and some religious content.

Q: What types of information must I provide in addition to the program brief description given to the
CSCA?

A: The wireless carriers have individual requirements that must be fulfilled in order to launch a program.
The application for the CSCA may not provide the necessary level of detail to submit to the wireless
carriers but serves as a starting point for describing the program's highlights and what it is designed
to accomplish.

Q: At what point in time does my program development need to be finalized?
A: This date must be prior to the planned test date.

Q: Why does my marketing plan need to follow the launch dates assigned by the aggregator?
A: If the launch process is delayed due to requested changes in the program by the wireless carrier, or

backlog in the aggregator or carrier's internal organizations, the marketing release date may lapse
prior to launch. If a major ad buy is involved, the provider will need to have a clear understanding of
the launch dates in order to submit program applications with ample lead time to meet ad dates.

Mobile Marketing Association, June 2006
Version 1.0
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Page 18 of 19



•••
•·ITI~'"
•••••••• mobIe nwrQtillg

asoocation

Common Short Code Primer

Working with the account manager to identitY solid release dates will alleviate many of these
concerns.

Q: How long does it take to completely implement the provisioning process?
A: After a program has been approved and submitted to an aggregator, the provisioning process phase

will begin with the selected wireless carriers. Depending on each carrier's provisioning cycle and
backlog, it can take anywhere from one to over eight weeks to be provisioned and certified.

Q: Where can I locate the Mobile Marketing Association guidelines?
A: Visit www.mmaglobal.comlbestpractices.pdffor the consumer best practices.

CSCA (Common Short Code Administration), www.USshortcodes.com

CSCA (Connection aggregator list), http://www.usshortcodes.com/csc aggregators.html

Mobile Marketing Association (MMA), http://www.mmaglobal.com/

Mobile Marketing Ecosystem, http://mmaglobal.com/modules/content/index.php?id=53

MMA Code of Conduct, http://mmaglobal.com/modules/content/index.php?id=5

MMA Consumer Best Practices, http://www.mmaglobal.comlbestpractices.pdf

Mobile Marketing Association, June 2006
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t.OOwni...
The Mobile Muketing Association's (MMA) Consumer Best
Practices (CBP) Guidelines provides a guide to implementing
shortcode prograrm, Interactive Voice Response (IVR) and
off-dec:k WAP sites in the United States market. Fundamen
taUy, the guidelines document is a compilation of accepted
industry practices, wireless carrier policies. and regulatory
guidance that have bc:c:n agreed upon by representative mem
ben of all parts of the off-declt ecosystem. While the MMA
CBP committee strives to implement policies that encourage
the growth of the off-net industry. the primary focus is on
consumer protection and privacy, as industry growth without
consumer satisfaction is not sustainable.

All parties involved in active programs, in the United States,
should be familiar and compliant with Consumer Best Practices
Guidelines and their practical implementation.

1.0 GeDllnl1 Coaduet

At a minimum, programs (including short code, IVR and WAP
sites) should be nm in a manner that is congruous with the letter
and spirit of the MMA Code ofConduct for Mobile Marketing.
The Code ofConduct is located at:

http;/Iwww.nuna§;lobal.com/codeofcol1duct.pdf

At all times, programs mUSl: be in accordance with applicable fed
eral and state laws, rules and regulations.

1.1 U...Udtal M~U4I~
• Wireless subscriben have a right to privacy.

• Content providers must obtain approval from subscribers
before sending them commercial SMS or MMS messages
and other content.

• Subscriber approvals pertain only to the specific program
the consumer has subscribed to and should not be used to
promote other progcam., products. or services, or to oth
erwise: send information of any kind that i. unrelated to
that specific PllOSram unless the subscriber has opted in to
receive this infornution.

When keywords (such as YES or STOP) are referenced in this
document. use of other langlUges il optional depending on the
target demographic for tho program.

1.1 PropI_ A"".,.,.,u
• Sbortcodes are approwd and provisioned based on the spe

cific program that was presented to the aggregator and car
rier. Ifthe content provider wishes to run nClv, modified, or
additional programs on the shortcode, they should submit

the additional program fOC' approval to the~I carrier.

• Fcc example, here are lOme changes and additions that
should be submitted for carrier approval (for a compceben
sive list, please refer to specific carrier policies):

- Pricing modification
- Addition or modification of sweepstakes to the pro-

gram
- Opt-in!opt-out logic change (not including keywords)
- Deviations from Consumer Best Pnc:tiCCI
- Material change in content

•~ heRl an: modifications that should trigger a notification
to the carrier via the aggregatoe' within five business days:

- Contmt provider care contact information
- Brand name changes
- Eady termination ofprogram

• FTEU programs require canier approval. as specified in the
program approvals section of thiI document.

- The information IUbmitted to the carrier for program
approval should include the estimated frequency with
which end users wiD receive FTEU messages.

- A formal reltriction should not be pl.1ced Oft the num
ber of messa~ which may be sent all part of an indi
vidual FTEU program. However. carrier approval may
be given on a case-by-case basis for programs where the
estimated number and frequency of FTEU messages is
appropriate for the application and approved by carrier.

- Note that many potential FTEU applications will in
volve evenwriggered alert messages. the frequency of
whicb cannot precisely be predetermined.

3.0 Ad••rddnC and Promotion

When promoting programs. content providen should ensure that
their advertisins in all fotml is clear and conspicuous regarding
all terms and conditions auoc:iated with offer and adheres to all
state and federal regulations. This applies to all foCtnl ofmarket
ing including affiIiace marketing (as defined below).

• Terms" Conditions

- AU advertising and promotional material clearly indi
cates whether the JerVice ua subscriptioll.

- AU material tenns and conditions of the program an:
clearly communicated with the offer.

- IfT&C1 materially change the offer then they must be
higblisJlted and presented at tront of offer.

- Pnx:beclted terms and conditions are not permisUbie.
Consumer must indicate their acknowledgment ofT&Cs
by manual selection ofthe temu and conditions.

- Service availability. on a carrier-by-carrier basi.. should
also be 6dly disclosed.

• AU advertising, promotional material and program Help
JI1CIN8CI dearly display the opt-out information.

• Program advertiaing or its placement should not be dec:ep-
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rive about the 6mctionality, &atura, or content of the un-
derlying program.

• Ifthe subKriber will incur a charge, the subscriber must be
provided with notice ofsuch charge, including, as applicable,
whether the charge wiD be billed Oll the subscriber's wi~leu

phone bill or deducmd nom their prepaid balance.

• At a minimum, tbe fonowing must be disclosed in an ad
~rtising:

- Program pricittg infurmation is clearly and conspicu
ously indicated.

- Subscription term and billing interval is specified!dis
closed to customer.

- Nobco that the chaage wi! be billed on the CUItOmer'S win>
lea phone biB <X~hom tharptqlQid balance

- Where applicable, the term "other charga may apply"
should be included in program promotion.

- Ref~nce to ~bsite wh~ complete T &CS can be
accessed, when: applicable. If the content provider of
fen multiple services, separate T&C's per service should
be provided instead of generic T&C's that cover an of
f~ services.

- Substitutes forprogranu not available on some carri
en must be clearly and conspicuously indicated to the
subscriber prior to their enrollment in the substitute
program.

• These terms apply toWAP sites If the subscriber is ch.uged
for ac:cesaing the WAP site bome (or landing) page. Other
wise, an advice of charges mwt be clearly and conspicu
ously presented within the site, as shown in the example
below.

• At!i1iate Marketing is a proceu wbereby a Content Pro
vider provides financial consideration to one or more per
sons or entities ia exchange for their apement to offer
Content Providen' producb and/or services to wen.

To eQSUI'C that products and services oa-e~d via Affiliate
Marketing are described clearly and accurately, Content
Providen engaging in Affiliate Marketing agree that:

- Marketing via the eoWl channel shall comply with the
CAN-SPAM Act of 2003 (Controlling the Assault of
Non-Solicited Pornography & Marlteting Act) and any
and aU implementing regulations promulgated by the
Federal Trade Commission and the Federal Communi
cations Commission. and;

- All Jump Pages and Landing Pages, (including but not

limitod to pages that provide a mechanism for usen to
make a purchase ofContent Providers' products and ser-

vices) tnuIt be controRed and mooitored by the appli
cable Content Provider fOe compliance to applicable law
and MMA Guidelines.

Content providen should withhold financial consideration
for non-eomplianc:e.

• Use of 'free' and 'Bonus'Terminology

- The FTC defines the use of 'free' in its 'FTC Guide
Concerning Use of the Word "Free" and Similar Rep
resentations.The FTC defines 'Free' as:

) (Excerpt) The public undentands that, except in
the case ofintroductory oBers in connection with
the sale ofa product or service (See paragraph (t)
of this section), an off'er of "Free" men:handise
or service is based upon a regular price for the
men:handise or service which must be pwchased
by consumen in order to avail themse~ of
that which is ~presented to be "Free". In other
words, when the purchaser is told that an article
is "free" to him if another article is purchased,
the word "free" indicates that he is paying noth
ing for that article and no more than the regular
price for the other. Thw, a purchaser has a right
to believe that the men:hant will not directly and
inunedUtely recover, in whole or in part. the cost
of the free merchandise or service by marking up
the price of the article which must be purchased,
by the substitution of inferior men:handisc or
service, or otherwise.

- The program is not promoted as "free" when premium
feet are associated with the program that the subscriber
will p:ry with a reasonable level of participation in the
propm.

- If there are obligations associated with the term 'free',
the fuD commercial off'er should be disclosed in the
same manner at point of off'er as the 'free' promotion.
The en~ oKer must be presented in same place (i.e.
banner ad, top ofad, etc)

- 'Bonus' or 'Complementary' are acceptable alternative
termI to the won! 'free' .

• For FTEU programs, the advertised Terms and Condi
tions:

- May discloIe that standard carrier messaging charges
do not apply to messages received as part of the ser
vice (wh~ relevant, listing on a carrier-by-carrier basis
wbether this applies).

- Should include guidance on the ~uencywith which
the subscriber may expect to receive messages for the
duration of the program. Note that for many applica
tions this cannot be p~ly predetermined by the
content provider. In this case, the guidance should relate
to the expected message frequency under normal cir
cWDItanCes.
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• Sweepstakes and Contest Guidelines

- Fundamentally aJt promotiom and sweepstakes whether
ofttine, online or mobile aft nwlceting tactics that serve
larger branding and direct respODIC goals. As part of the
larger marketing mix, promotions can enhance branding
efforts, crate bscing customer relatiomhips, and activate
pW'Clwe.

- The mobile environment takes the promotional sweep
stakes concept to the next level gM:n the inherent per
sonal. measurable and immediate natun: a mobile device
o6en consumen. In this environment, marketen can
create unique mobile experiences that are engaging. en
tertaining, and rewarding for customen. The endemic
inter.active and viral elements of a well executed mobile
swcepstakes campaign can efficiently drive participation
and achiew ovenD results that rival respome rates eLtn

ditional and digibl sweepstake programs.

- Additionally, there is a tmnendous opportunity to col
lect useful cwtomer data for rdatiomhip marketing ef
forts as wdl as attitudinal and behavionl information to
inform strategic marketing (Consumer Best Practices
should be applied eo the opt-in process for all mobile
promotional activities that have a secondary CRM goal).
The ideal mobile nveepstUes serves as a highly interac
tive customer touch point supported by the larger media
mix and promotional plan.

- Sweepstakes and contests, including those conducted on
the mobile platform. are among the most regulated eL
marketing tactics.

- Mobile Swcepstalces and Contests: Important Defini
tiona

) Sweepstalces - A~kes is a legal game that
includes a prize, and a game of chance. No con
!.ideration is allO'lWd.

) Contest - A contest is a promotional mechanism
that includes a prise. and a game eL skill. Con
sideration is allowed. but there cannot be any de
ment ofchance.

) Lottery - A lottery is a game that includes a prize.
a game ofchance. and consideration. Federal leg
is1ation and State laws govern (and disallow) all
lotteries for promotional purposes.

) Consideration - Although the definition of con
sideration varies trom state to state. generally.
consideration means that a willing pmicipant is
required tIO purchase something or pay for access
to be eligible to enter a game.

-Guidelines:

) Consideration may be monetary or non-mone
tary (an example eLnon-monetary con!.ideration

is a sweepstakes where the participant is required
to provide detailed comumet information to be
eligible).

) All sweepstaltes must otrer an alternative method
eLentry (AMOE). Allowing participants to enter
via mail, internet, fax or InteractiveVoice Recog
nition (IVR) via a toll free number are all forms
eLAMOE. Although a standatd rate SMS mes
sage is cheaper than a stamp in most instances.
there is not yet an accepted legal precedent for
using SMS as anAMOE.

) Anyone running a sweepstakes should seek legal
guidance when drawing up rules. This is espe
cially important if premium SMS is being con
sidered as part of the sweepstakes.

) Poody written and/or incomplete ~stakes

rules can. and wilL result in delays in carrier pr0

gram approval., ewn for non-premium sweep
stakes.

J.1 Sufftp'"
Ex..... ofGood Adwrtisiog
The following example adheres to Consumer Best Practices
Guidelines because the offer and associated obligations are ex
prased in the same manner and the same location.
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EDmpJe ofPoor AdwrtiIbaI
The~~ docs not adbc:re to Comwncr Bat Pnctices
Guiddina bc:ame the e&r and associated obligations aR not ex
pn:IICd in the same manner and the IafDe loation~ the initial
c6r ~r iift .ringtooes is ditclosed.

_II--_................-............
1---

AI (_~lk.."'--~i.~W'.·:f_d...~iDc ,".ww • ..-....,.·..,ti="'~ ~.~4Ill .._,-'J~....... n.r ....~""·~,~if...,;r.....~
't'_'.."'."U~*.'-""~~_l'i~~Iw."".lla'tN:t"lIIJiWt'__ ~.4ID"..
~ "' .. N.-.,_lIII\iIII-J:I"*:.-_....-.w'u..~~,\,"*"*..'~..~~~_.....~

4.0 M.btiq to Children

MMA CooswnerBest Practices call for all participants in the~
tem to manage rdationsbips with children responsibly including:

• The offering of programs that engage children in the
promotion!consumption of digital content of any type
imposes important ethical obligations, responsibility, and

sensitivity that all industry participants are expected to

uphold.

• AU industry participants are expected to comply with all
applicable laws and industry standards dealing with chil

dren and marlceting, including COPPA. For example, al

cohol, over-th.-counter and prescription medication arc

inappropriate to market to children.

• All industry participants are expected to work actively to
ensure their activities and their businesses are consistent

with and supportive of the principles listed in this sec

tion.

• In some cases, content providen may need to modify the
advertising language of the program if children are the

target market. For example, the use of exhortative lan
guage such as ..only" "just" should be avoided.

MarbtingIAdm1ising Guidelines for Short Code (SMS) and Multi-
media Mc.atJinB ScrviceI (MMS) ditmICd to 01ildmt under 13

• All advcrtiJements must clearly disclose in the audio and
visual thac the service is a premium charge (when appliea-

ble). The actual cost ofthe charge and, ifapplicable, the fact

that the standard messaging fees also apply must be clearly

disclosed in the audio and visual within the advertisement.

• The word "free" may not be used unless then: arc no fees or
charges associated with the service in accordance with the

Advertising and Promotion Section above.

• AU advertising must dearly disclose in the audio and visual
that you must be 13 or older or~ a pan:nt's permission

to participate.

• AU advertising must dearly disdose the subscription term,

billing interval and information on how the charges will be
applied (i.e., that the charges will be billed on the custom

er's wireless phone biD or deducted from their prepaid bal
ance).

• AU advertising must clearly disclose all methods of cancel

ing the service.

• Advertising must include a resource (such as a website or
toll free number) where subscriben can n:ference all terms

and conditions (website and/or toll free number).

• Companies mwt provide the following information to us

ers Won: applying any premium charges:

- The costs and conditions of the service
- How to cancel the service
- Where to find all the tertm and conditions (website

and! or toll free number)

• Companies must offer subscnbcn the opportunity to cancel

the service at any time. Charges for services that arc billed

daily may only be applied for services received up to the

date ofcancellation.

Sample I..mguage:
SCInd:ud me-aging rzcs apply. Cal888-888-8888/TxtHLP
to XXXlwww.xxx.com for tenns.

You wiD be charged $. Call 888-888-8888ITxt HIP to

XXXlwww.XXX.com tOr terms.

Additional charges may apply. Call888-888-8888/Txt HLP
toXXXlwww.xxx.com for terms. [DiIcbe add1 charga
in meaage chain]
''You must be 18 ex oldu exhaw a paRmi pcnnissioo~
dawn10acing..
"CaD 888-888-8888 or txt STOP to caned:'
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S.I PrM10 Endu.. (PI'EV) PIop'ams

Not aD carrien support FTBU messaging-An individual program
may be set up as FTEU on carrien which support the func
tionality and standard rate (SR) on carrien who do not support
FTEU. provided that the application does not inherently have
to be delivemi as FTEU (for example. for lesal reasons). The
guidelines for FTEU programs and SR programs should apply
on each carrier as appropriate. The fOllowing guidelines apply to
FTEU programs:

• Charging Disclosure: FTEU MT messages sent to the end
user by the program should be disclosed as such.The prefix

"Free msg:" should be added to the message text. These

characters consume part of the total character limit for the

message.

• Help: Subscriben should be able to receive infOl'mation

about FTEU programs. as per the guidelines in the section
"Help" in this document.

• Opt-Out Process: Subscnbcn should be able to stop par
ticipation in a FTEU program when deUred. as per the

guidelines in the section "Opt-out" in this document.

• Bill Face Descriptor: Caniers may choose to include biD face
descriptou fOl' FTEU messages. consistent with those described
in the section "CUIItOIner Care" in thiI document. In this case.
the descriptou should be dearly denoted as &ee ofcharge.

6.0 Opt-in Ov.rview

There are three types ofshort code programs: standard rate SMSI
MMS. me To End User (FTEU) SMS and premium rate SMSI
MMS. Each requires a different form ofopt-in.

• Standard rate programs - require single opt-in

• FTEU programs - require single opt in

• ~mium rate programs - require double opt-in

Regardless of type. the goal of any opt-in is to dearly commu

nicate to the subscriber the obligation they are about to incur by
entering the prosram.

The ~ng sections outline the guidelines associated with

each fonn ofprogram.

1.1S~... Opt-I.
1.1.1 S"'''e art·.
For standanf rate programs. subscriben should indicate their will
ingnCII to panicipate in a program and receive messases 60m the
program as tOUows:

1. Sublcriber initiates opt-in to Standard lUte Plogram through
a call to aaion (eTA)

a. Subscriber may send a Mobile Originated (MO)
message 60m their handset to the short code

b. Subscriber may initiate opt-in from a web interface

c. Subscriber may initiate opt-in from a WAP inter
face

d. Subscriber may initiate opt-in 60m an IVR system

2. Program responds with pertinent phone. program. and con
tact information via a WeblWAPIIVRlhandset applica
tion-based form.

This opt-in applies only to the specific program a subscriber is
subscnbed to and should not be used as a blanket approval to pro
mote other programs, products. and services. HoweYl:r, after the
subscriber has been given the complete details about the opt-in
scope. the subscriber may specificaDy agree via their handset to

receive other messages.

The following table is an example ofa standard rate mobile mar
keting campaign for "The Sandwich Shop Health Alerts."

T~ble 1.,.
~~'kt CI-ve

eTA PIancIon • WIll. tIIMIoa. iHtn IlIOlIlCInt tIlort codt.1lIy__ra_C'.

NO ~ ro-...... lU) s.t

MT "'**you b jtilg IIIsn.ttl SIql HIIIIIAIIll 'QI. s.t
...WIIIdy ttlIIL S.www..alblhap.oomtar lllDIIlnIo. b
optout,lIIJIy STOP.

CTA-CIIltladllll; aI)- _ ..........M1' -1IlIlllII..............

1.1 Fl'BU OpM.
Slltt'e Opt-l.
As with SR programs, FTEU programs should be subject to sin
gle opt-in mechanianu. The mechanism should be sufficient to

establish the subscriber's willingness to participate in the program
and pos8esAOIt of the handset. The opt-in applies to the speci6c
program and should not be used as a blanket approval to promote
other~ products or servicCi. Example interactions fOl'

the permitted opt-in channels Conaw:
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Table 2 Smgle Opt-hi via Mobile Onginated IMO) Mf'ssage

--.. Q.tI.\;II::)!> ....... CMgt •••••

ca Promob ..WIb. tIIMIon. print. or
IrHm. _ ahorbldI,lar,'word •
TtmlI n CcldIIonL

MO SlAJak....MOn.-..~ lU1wordI ~orF1BJ

"'8IlcRDdI.
UT P!oIJIftl,....... PII1inInt Ftte mig: Thx for FTBJ

propn IIld Clll'IID InbmIlIon \41 jlIniIg N1£ en
MobIl Ttn!nIId {U1).....FTBJ dilly blIIInoa~
~ IllaI*j bI--.s. aIer1I. No IIl8I-

aging dwVII for
bdll'ICII't1Ild.S.
www~

oorMnob for Inh
b cmlII td ST~

CTA4ltt dDn, aI).IIIlIllIt........age, MT-alllIt..........

Table 3: PIN Authenticated Opt-In via Web....~ ....... ChIIge

etA VMIIt..dIIIlIsd IJlOlIIIIlIft
TtnnI n CclllIanI.

WI!» ~""'pblnerunb«-' •
~....CII'IIIron WllIldI.

UT PIogrIm'" UTn-.COIllIIrq FtteIllllg:MX; FT9J
Pfi (II IIIIlt pilei d InbmIlIon In IIWI- BankbllRe
IIgI) ~ IwldIIt. txt IIerfI. Onb

PW:l234

WIll ~""'PWOIl"""n
CIllIllIIn l.1toil.

UT ........ rtlPGl'dl .... ,..... 1111 b' jlIniIgN1£ rnu
propnnl ClIIlIa InbmIlIon \41 BIntdIIt1 bIIIncI
MobIl TtnnIndId (IIl) ...... FTBJ lld IIIl1t. No filii-

~ IIllluId blliIcIoIId. ..dwgesb
bdll'ICII't1Ild.S.
wwwMlcIlri.
0lllMmbb'dI.
bcmlll1lllST~

CIlPoooaIIt dDn, aI).IIIlIllIt~...... IIT-mallIt tIlnIIIIIIIId__

Table 4 MO Aulhellll( al£'d Opt-In via Interacllve VOice Response (call does
not onglllate from handset).... O.(ai...... .......... QWgt

erA PnlIl1lllIon WI web. tIIMIan...or
in..... gtmg IVA phone nunM IIId
~dpnlpl\

NR IVAp.-llIlbi pnMdIs dItIIIId
pnJpll.TtnnIn CordIons, ...
opt-it IIQCI& SubIaIlwIlItn phont
1UrtlIr......-y,""
arJlet

UT Ca1Imlab I1lIlIIIII' ~ IlIIlenbtI FNe~N1£ FTBJ
hIndIIt. IlIIlkdIIy bIIInoI

lxt.....c»c
~joIn.

110 ~ 8IlIdI 00IlInlIIII0n II) c»c ~orFTBJ

....~ "'1IllRlodI.
UT PlDpn 1IIIlOIlda.... perInent FNe,..n.b FTBJ

progrwnft alldId inbmIIIon via Je*lIng N1£ en
MoIlIII~ (M1)~ FTBJ dItt bIIInOIlld
c:.tlIl1Jino 8hcUd be IJIllDId. "'No..-

IIlIina dwges for
tdllIClIMd. SIt
~

oorMnobb~.

b cmlII actSTOP.

CTA4lttIClon,UO"'-............ur.... tIlI*IIId....

Table 5- Single Opt-In vIa tVR (call origll1ates from handset)

Tp ~- .:. ~tut Qwge

eTA PlamaIIllIlvla WIb, ....... print. or
In..... gtmg NR phont1Ullber.
~d IJIl9IIll.

IVA IVA....1IIIon pnMdIs dItIIII or
progrwn......CadIons.
Spdea..,,~ iliac-
ceptInce. ......,....... t) III
TIm'"COlllMln.I.-y,
UlIaW....CII'IIIr.

UT PlogrIn fIIIlCI1da will pdlent - FNe lllIlJ n. b FTBJ
.......CllllIIalnbmllblvla joInIIlg N1£ en
MollIe1'IrrilIaId (U1) ...... F1BJ dIlttblllnOl1lll
dlllVllllIllluIdbe cIIDId. .... No...

...dwglllb'
IIltIIIClIMd. SIt........
~bdl.

bcmlllactSTOP.

CTAoocIIt)don,~~~UT ..... tInIlIn*I....
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The fuJlowing table is aD example of a one-time premium~

me-. (tramaetional program):

Table 7

~ 8MlpIe .... a-g...

CIA PromolIon.we...~ pnlI1dng mtcode,
kIyMrd, IIld 1'1n C'I

YO (kIyWOldJ (for ............Newbtc. NY) 5'1

UT 'lbuhM~. n-lmt......1llIISIgI from 5'1
(8plnD] It10.15. RIIpond will Y• you wIItI~ ralvlliI
1nIISIgt. 888-656-1234 AIpIy STOP ~~.

YO y 5'1

UT 'lblI' bICIIt for Newbtc. NY. 'btay Slmy 64F. TonigIIt RIIn PNnUn
«iF,Tanmuw~ 7fF. ~.~. 888-566-1234 AIpIy
STOP~_

CTA.CIII~1dIaI; all.........aIgI; MT .......~....

FrH meg: ThK for FT8J
joiWlgABC8Ir*
dIIy bIIIncIlllt
IIer1ll. No ""'"
SIIlJInO chqIt for
txlllICMd. see
www.~

corMnab for Inb.
bCftlllllldSTCP.

PnImoIon ..WIb. tIiIlIIIIDn. priM, or
iHm,....~WPulllSMSor
ch:t\R."*Y~ ....WJI'''''

Propa rIIIJ(IVJa will pdlent
propn IIld CllIlIlD 1nbINIcIl\il
MabIle r.nD8Id(U1)~.FT8J
dwQIlY.I~" ~.

MT

Tablr 6 SrnQle Opl-In via WAP

I.J Pm-I... btt Opt-,,,
I.J.1 DottWt 0rt·,.... SMS
Premium subscribc:n must positively acknowledge the accepcmce ofa
premium charge bdOre pmnium charges are applied tIO their account.
'The tint time a subscriber participates in any premium program. they
should be requiRd tIO double opt-in.np '!QVUppcpt sboyJd..
10 the 6pt tjPJi a syhpgihq qig a am:i6c:~ on a vsi6s
thgm;odc.~ programs,~ if they are o&mi OIl the same
sbortcode.~ a~ douNe ope.-in. The conrent proyjder/.
Sft'8l*lI' is~ for tmeking program opt-in infonnation by
~.

~~ two mechaniana tOr accepcablc opt-in activity:W~
and handset-baaed. In aD inax:es, howoeva'. the subscriber m.at tab
afIinnatiw action tIO signify acceptance ofthe program criteria. Wirh
in the douWe .-in Sow, the &lDowing~ (at a minimum)
nut be prorided to the subscriber:

• Identity of program 'poRSOl'-Odined as the otpniution
that markeb the program.

• Contact details for the program sponsor-Either a toll-~

number, HELP via text message or a website addretS.

• Short description ofprogram-For example. Fun StutrPre
miumChat.

• Pricing ternu £Or the program-For example. $0.99 per
mobUe originated message; $3.99 per month.

• Opt-out ~mation.

Examples ofai"Jrmatiw double opt-in mpontes include these:
YES,y,GQ OKA)'; Ox, X.O.K.,SURi.YEP,YEAH

The following cable is an example ofcharges the next time the same
subscriber tries the same program:

Table 8.... ......... ...... a..-
CTA PromolIon • webn teIMIon; pralWllIng mtcode,~

word •lIlll fa IIllII C'I

YO p.ywordJ fa--. 36 Ntwbtc. NY) 5'1

UT 'lblI' bICIIt tIr Newbtc. NY. 'btay Slmy 64F. TonigIIt RIin PrImIlIft
«iF,Tornomlw~ 7fF. ~.~. 88S-6!56-1234 Send
STOP~_

CfA.CIII"ldIaI;aIl."~_MT."""""""""

I.J.J Do""" Opt.,. j'rortI tltt ltatemd
Many COIlIUIDe!I pn:&r to pmvisioa and interact with SMS ptogranl5

6tlm the Internet. Ifche xcood~in is hom the Internct,the con
taIt paoridu tnUIC poIitMIy ccntinn that the authorized subsaiber is
ack.nawtedging the opc-in. This can be done using a web-ba".,d PIN
or phoneMO mesage. Ths message 1D.I!t aDo includeprognm pric
ing and terms, and opt-out in&xmation. The PIN code IllU5t be the
last piece ofinlDnnation ptOrided in the PIN confirmation mesage.
In addition, the conllmt ptt:Mder should usc this channel to provide
~ detailed in&xmatioa about the program. ResanJIes ofthe wa,
opt-in ddaiIa, the goal it that the entire terms ofthe offer mwt be dear
to the subscriber throush the plOCC!IL

The kJIIowing table is an example ofa subscription program with web

~
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Table 9

'W ...... ~ .••
CTA DIlIIId,..will T. &ca. aptoo<JUt, prlcIng.1lft)IR).......
WIll~by PloiIIdM IIqlIIIM kIbmIIIoll. a.tlIes flit hila WA
SlM:lIlIr IlllIft*'n /lfOPII, tiltdlaIVIIwi be bIIId "

MmtInCII phone III ordIcb:IId fnlm CII phone
~.1DXlld, 0lI6mI cinIlon. IE.• nl.....
liltby ClllftIlIeInIlIII s9HlP...UlmlIr Il'MI
,,"'TIlea.

lIT PaIMlnIIlId oIlw IIUIJIlI1l dlaIs (prlclng. tInnI, 8'l
opt-out QlI11IWIdIIIMt" phone <....>

lIT 'lbu ..1lQISIaaIlId" ABC IJR9Wll TNs III Pl8rUn
~ IJllPII blIId .$4.W per 11'IllIltl. For
llllllI Wo" "wWif.abc;CQfD.lO apt cD.-ld STOP
Itqlml.

'.J.3 btltI41 o,t-,• .". IVR
Some comumcn prder to initiate new SMS services 6cm an lVll
(Jnceractive \Qce Rcspome) platform. The IVR phone number is
uxd in the pmvidcn call to action. The IVR system educara thc
subecrih« OIl the service and oftCr dctaik, and apams suhecriber in-
put to P:COl'd initial OI"-'in. The IVR wiD then send an SMS to thc
subtcribcn bandtet. This SMS would comtitute the socond opt-in
requat. The reply to this Il!!COIld opt-in m:JUeIt must originare 6cm
the subscnben handact.

RegaRilesI ofthe opc-in pmces, the goal is that the entin: terms ofthe
o&r must be clear to the subscriber through the procesa.

The k&wing tabJc is an example ofa progcun with lVll sigft-up:

Table 10

Mliclr...·CIpt.lR; ... far lVA~far..~

......,0pWft Op&.flw.c..-,-

CTA NIl_oIIIr ~_ol'IIr

WI)Q NIlJlftlll1*......" pr_. IaIy ~1lfIlll'*.......
" lIIIctolllr ..... IaIy".....

liM"edw tiIcIk..-Ur &aclIler..-....
&lIIlII ber on phone...

SgMIMy MTSMS 11CJIIIlI....."..., Mt~......."
om:A b I8ClDIId~ alIIIrn*lg IlIir Ie- 0llllIrm"*accepIIIa

Clll*IlDI cI progrIIIl oilIgIlblI c11JllP11 rAlIIgdonI

$I""'" a-......_UO SIacrIMr..-,.....
UIIl ber on phone......... FlwnUn1IT.a"UlIcrk.. PIwrilInMT.."QI*". "'pojJIIIl.Ib"dA, .............
111 1lIOPI~

crA.CII"~MO.IIIlIIlII~_Mf-tnaIIlIt""" .....

In certain instances, individual carriers may appltJW: eotnpIeR~
tion to occur on lVR OIl an individual cze basis. The below example
is provided as a guideline.

'.J.4 nod', opM• .". IVJt (n...p")
Some mobile rdatcd services aRt initiated 60m an IVR~
Voice Rcspome) plat'mn.An IVR phone wmber (800 wmber, l0
cal number, pmnium rate number, pound (N) code 01' other) is U!Cld
in the plOYiders' call to action.'When the user Idccts to purclme the
product 01' 5el"Vice (initial OI"-'in), the IVR abould oudine the service
and c&r dc1aiIs and subsequendy ask the user to con£inn their pur
chase widl a key prall (secondaty OI"-'in). The users input must be
captuted to P:COl'd his (XJIl5CIlt,The IVR should then send a confir
mation MT message to the uters handaet.1n eatlC:S where tbe number
the user is caDing nom diffi:n nom the number the service should be
mxIited to (n ex:mpIe in the cze of~lineca1Icn); a PIN wri6
cation n-se bas to be sent out by the IVR to the mobile number
the service wiD be biDed on.The user mwt input the PIN into the
IVR S}'*ID prior to the provider initiating and biDing the service. In
thc case whae comenr is pu«bascd. U5Cn should be infunned ofthe
next steps to download and insta11 their new cootmt 00 their phone.
Usen should be ~inkJnned ofbow to call back and get help in case
ofproblems down1Olading 01' installing their content.

The fOllowing table is an example ofa program widl IVR sign-up:

Table 11,.. .....r.t. ..... Qwgit'

CTA PiaIUkIt._"IV IIId Ad); hiIdII~!RIlI
~~.....ptilgdllDlnIlld1lCl

Mt.... IdInItt III JlIOP1I, PftMdI b seldin cIcoMIR WA

MtClcUlll a.tlIII '*hili I pIIIIlUn PlOPI\ liltdwOII 5'1
opt•., wi III bIIId"SlDcrIlIr',CII phone iii II' dddId

1ianCII phone pnIflIIcIc:on. conlIrmI dlIdIR,
*-.IIId....... tilt by~ IIlIlllClIPlIIiCI,
1IlI........... "llleTil ea.

CaMInt \tli:e InIN:b b III dIIIwIryc1cxn.nt and.... WA
DIMy dIMycIconan. for ,,-1Idostn.)

eTA. ell tlldII;

~'hiIe tberc lft dif1aa1t JJlI:4:hod& ofsubscriber opt.-in and many ways
to say the same thing, the basic tenet should be that all ofthe requRd
~ lUted aboYe is~ to the subscriber iR a dc.ar and
unambiguous manner.

'.J.S ParHd'.tlo.n'nlI.... (PTJ/}
P:artic:ipationTVallows home viewaa to inlieClCt widl theTVprogram
via their mobile dcMce.~ aR tluee types ofP1V prognn..

• Standard Rate SMS - consumer is charged their~cd stan
dardmessage rate.

• Premium Rate SMS - consumer is charged a p~mium

clwge plus standard rate message
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• FTEU SMS (On select carrier approved on an ICD) - the
subscriber is not charged.

When then: is a pmJiumSMS rate~with the PTVprogram
there is a posibIe exception to the double opt-in rule.The fcDawing
pridng elements below should exist and the caD to action should c0n

tain the hlIIowing rooditions:

• A Mobile Originated mcuage with a pnmlium price of
$1.49 or less.

• Interaction is trawaction-based messaging, not subscription.

• A thank you message, including advice of charge. should be
lent following the MO. This is also where textual content

can be added as well as the opportunity to ask ifthe partici~

pant would like to receive more information from the show.
This meuage can be truncated not to exceed 320 cluraccen

(2 SMS messages).

• If there is a limit to the number of votes a subscriber may
submit to the program, this limit needs to be communicated

once the subscriber has passed the limit.

• On-air call to action and advice of charge needs to be clear
and conspicuous.

- Pranium charges must be included in the fuse line of the
CTA.

- The first caD to action must include both~ and visual
instruction 00 program pricing. Subsequent calls to action
may be vi1ual only given tbar ifthe program otenda~
60 miwtes, one vabal caD to action must be included every
halfhour.

- If there is a time frame to enter it should be included in
verbal and visual imttuctiom.

- CaD to action slwuld c::onuramiate the location of legal
tlerJDJ and conditions and FAQJ (Frequently Asked Qu_
tions).

- Visual caD to actions should \DC a minitWIn of 22 or 23
ICaD lines or font size of12 in order to emum the details are
IegiNe in the CTA,when med in conjuoction with a Yerbal
caito action and be omcm:n for 3 seconds k>r the tint line
of text and 1 second roc each additiooal1inc. A mininum
of23 sc::an lines should be med when tho caD to aetion does
not include a verbal caD to action.

The caD to action shallcleadyi~ \'elbaIIy and tcen&aIy mycharg
es the COIUUIJ1U will incur 00 tbrM mobile imIoic::e by imIetactiogwith
paticiparion TV propm. Below are exampIcs of wrbal~ or
textuallansua8e that should be included in the CTA by triftype:

lUt••,luz

S«agdud Ball -You haw up to two boon to wte and may \'Ote a

many times • you lib. Standard eat Jne!Ia8C' rates apply.

Pwpigm 81M (no~ component) -You haw up to two

houn to~99 CaD pet' \1IOCIe via text,andard mesaging IlItcS apply.
You aD \'Ote up to 10 times.

Pmnlglll Batt (with~ component)You rmy haw up to

24 houn to enter. Entries via text cost 99 centI plus ttandard rate

mesaging or you can go to www.xyz.com to enter fOe fn,c.You may
enter up to 10 times regudIesa ofmethod.

1.3.1 Opt~"f"'WAPIItu
Accc:ss to concmt presented in the fOrm of browse-abIc WAP sites
may be initiated by SMS sbortcodc.byWAP push hom a PC internet
site, by direct entry of aURl., by clicking a sem=h link, etc. While
opt-in may not originate through an SMS shortcode. subsc:rmen are
still billed "on-net" through PSMS or direct c:arric:r biDing~
tiona, placing such sites under the govemance of these Best PnK:tice
guiddinCi.

• The same opt~in rules apply for WAP Utes as for SMS pro
gram double opt-in IF there is any charge auociated with
accessing the first page of a WAP ute presented when the
subsc::n'ber sclec::tI a service message (embedded link orWAP
pUlh message). or browses to that page by any other means.

• There is no requirement for opt-in text~ IF the fint
page of a WAP site presented to the user does not incur a

charge. and any subsequent charges are clearly let~ut. re

quiring an explicit user action as described below.

• Before any billing events can be generated, the advice of
charge must be presented dearly to the customer, in suhstan
tiaUy the same format as the payment flow shown below.

• There must be an explicit "Buy" button visible to the user
on the first screen of the payment details page. Only when

the user clicks thU button should a billing event be gener

ated.

• There must be an explicit "Cancel" button available to the
uler on the first screen ofthe payment details page immedi
ately below the Buy button and visible without requiring
the user to scroD down the screen.

• There must be an explicit "TerDll and conditions"1ink avail
able to the user. listed directly after the "Cancel" button.The

Terms and conditioDi page shown to the user should contain

at a minimum the following information:

- That the payment wi! be made to the subtcn'beri wirdesI
phone bill

- That the user wjJI be advised of aD cbaqp bdOR being
biled

- The dClIcriptioo that W11I appear OIl the abcriberiphone WI
• Thore should be a link providing customer care contact in

formation and advice that other ancillary cJwses. such a

carrier data charges, that may be incurred.
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• Clicking "Continue" from this failure page should take
the user back to the content provider site."

• There ii an optional field to provide more detail on the
reasons for failure (out of funds. unsuccessful connection,
etc.) where the billing platform provides this informa
tion in real-time.

1.4 nw l'fJrty lJIU
• Selling opt-in lists is prohibited.

• Beyond violating the subscri~r opt-in policy, sending
meaap to third-party lists is not an effective interactive
marketing tactic.

I.S~Io,t--~
• Carrier ability to waive double opt-in-In certain in

stances. carrien may waive the double opt-in on a pro
gram-by-program basis.

• Prosram flow and information must not be misleading in
any way.

• Because opt-in and opt-out messages are administrative
in nature, they should not result in any premium charges
for the subscriber.

• When a subscriber portl his/her telephone number be
tween carrien. he/she should be required to re-opt-in to
all short<:ode program•.

• Opt-i. expiration for interactive programs--If a sub-

IJ.1 JtrtpnI ,..~
Bat pactice include. emuring that the oomumer is adWed c£ XPf
£Iilurcs in theWAP pI)'lDCDt flow: A .paymeoe failwe pase should be
pmented in the ewnt that the billing~ is UDIUC<leIIfUI.

• The page should contain the text set out in the example
below.

1
1
1
1
1
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•I
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scriber is inactive in any program for six months, the opt
in should expire. At that time, it is permissible to send
the subscriber one fmal MT message notifying them that
his/her username and other subscription information
will be deleted from the program. No messages to the
subscriber after the expiration are permitted. This provi
sion does not apply to programs where the subscriber
may have stored value (i.e., remaining credits) with the

content provider.
• Opt-in and Opt-out records - including single, double

and triple opt-in records - should be retained for a mini
mum ofsix months after the subscriber has opted-out of
the program. These records should be made available to
the aggregator or carrier upon request.

7.0 Help
It is important for subscribers to understand and be in control
of their participation in shorteode programs; therefore, program
information should be transparent. Regardless ofmanner ofen
try for a subscriber. help measaging commands, phone numbers,
URL's, and email address.sh.ould resuk in the subscriber receiv
ing help with their issue. Dead ends that do not the result in the
ability for subscribers to resolve their issues are not acceptable.

If the shorteode has multiple programs (keywords) on the same
code, the application should respond in one of two W2}"':

• Ifthe subscriber ha opted in to ooJy one prognm. the applica
tion should supply the inbmation for the program the sub

scriber is opted-in In

If the subscriber is opted-in to naUtiple progeul", the application
should pment a multip1o-chaice question asking the subscriber what
program they would lib help on.

These I11eIIap should not result in praniwn chazses to the subecrib
u's bilL Respomes to help sbouId be awilable to anyone woo~
help inforrnabon 6-om the shortcode via SMS.

To help sub.aaxn undmtand their participation, each prognm
should mpond with the pt'OgJZ1l details listed bdow when the sub

scriber sends the~ HELP to the program sbortx:ode.

• Identity ofp~spomor-This is ddincd as the brand aMOci
aftld with the program.

• Contact details for the pqram spomor-Eitber a~ num
berorWeb addn:ss.

• Short dcscriptioo ofptograIn---Por example,Fun StutfPmnium
ChIt.

• Pricins tcm1l tor the progam-For dWl1p1e, ~.99 per rnoWe
originatCld mesugoe;$3.99 per moath.

• Op&-outinbmation.

• Should there be multiple pmgrma running on the shom:ode, the
subIcriber can be dim:tcd to aWeb site,WAP site, SMS quiz ses

sion, or toIl-tice number that provides a beuec CUSlIDI.'Il« e:attI

experieoc:e, as long .. basic inkmnation about the program is in

the help reply~

•~ there is DO sbortcode initiatins access to the service, help
DUIt be pto'Iided as a link ficmWAP payr.neot ptaeDtation pa(f

es.Tbispage COIIlaining hdp should, at a minimum, identitY ser

vices that an: cum:ndy optN Uxo, opt-out (c:ancdIation) inhx
marion, pricing and payment ter'Im. k is recommended that a
PC-.accetsible web sib: is provided into which a user entering
their cdl phone number can ret:rievl:l detailed information on aD
live serviccI provided by that program sponsor.

• Subscriber mwt be able to reach cuseomer servi~ through the
IVR tor atIisance with the IVR mobile program.

• Privacy statanent, ifapplicable

• A subecriber can n:ceive help inkxmation by sending the~
HELP to aay progam. HELP or HLP key wonk should wotk

for aD subscriber~

The HELP message response win go to the usen whether or not they
are subscribed to the service.

8.0 Opt-out

It is &mdamcntal to the concept d comul that a subscriber maintains
the ability to stop participating and receiving messaga fiom a short
code program when desiml To facilitate this capability, the fi:&wing
smcaI rules govau propm opt-cut:

• Upon entlering the prognm, the subscriber n1IIt be told bow to

opt.-out ofthe program.

• A subecriber em ItlOp pzticipating and receiving me-agt'5~ any
Jll'CPD'by~srop to my u.a:ocb uted kJrthe~
ENUCANCEL, llNSU8SCRIBE or QUIT should aIIo be ...
out~kJr. pmgnms;bowcY«.ronlaJtprovidm sbouId~
the \WId STOP in their~and mellagiPgo

- Ifthe ..bscriber is participating in rwItiple progwm on the
shortoode, eiIber the most~ wed~ should
be terminated or the subscriber d be told which pt'G

grams be/she is ..brcribed to and wi! be given a choice of
progmn(s) to terminate.

- Any d these v.uds~by the word ALL should ter
minaee at programa Gom that Iborteode to the subscriber.

- PlogDms can support otbet- opklUt worda, but they lllU5t

support these five words.

- This STOP command applies to at progams. including
one-time use PJIlSDDlI wheft the subscriber wjJ not Il'-

ce:M additional DlICaIa(P.This 11 10 avoid~ coa6l
sion around the we d the STOP command.
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- Tbc STOP command should De\U zesult in an errol' being
sent bade to the subscriber.

• These 'MlIdI should support mixed case and~ subsequent
noo-keyword tmll.

• When sent, these wordI caned the aabscriber's prmous opt-in
foe messaWng.

• An MT JJlC:lISaS'C confirming the opt-out should be sent to the
subscribe:r.1bis sbould not be a pmnium mcsage. 11m masage
should rdmnce the spcci6c program the subscriber has opm;l

out ttom. NotUrther mcsages should be sent to the sublcribcr
from this program, including marketing metsagft fOr any rdated
or umdated programs.

• No additional pmnium charges sbould be applied to the sub
scribers account after the opt-out 00IJlIllaDd is~ from the

subscriber.

• Any IVR sysmm that offen the possibility to opt-in to a mobile
service n:ut abo <&r the possibility to opt-out.This should be
available duough the IVR,cuscomer service, a wdJ !ire, or SMS.

9.0 Sut:.edptioDll

A subscription program is any program the subscriber ~in to

whc:rc the n:suIt is that the subscriber paMivdy incun premium 01'

standud chartP <M:I' time fOl' contalt~~are two kinds <1
subscription programs:

• A program tOr a set period oftime, such z one month.

• A pmpm n a set m.unber <1 u.es. after which the subscriber
may be chazscd fOr anochcr "bucket"ofUIC$.

f.1 S..,tript.... o,t-llt MUI.~
In addition to the .infonnaeion mpred in the double ...in mecha
nismI alKM:, the opt-in tbv fOr a subscription program nut also
include the roJkM.ing:

• Identification of the program as a subscription and the

billing interval.

• Contact details for the program sponsor-Either a toll

free number or a Web site address for opt-out details.

The aI.io bdowis an example <1ahoroIrope pcgrm1 (subtcription):

Table 12

~. .....,.. awv.
~

YO ~ f« ........~ S*I

MY PIIlIIt......Vb...........Itt,*, S*I'* )11111III'~PIraftlltr lie ~.,.ao......
-.-1234'-Slt'Pb-'

Table 12 Continued

YO V ~

MY "DI.. now IUIlIcrIlIdb J«;~ For mrn PIInim
WO go b www,abc!loolscope,com. b optad-.t
ST<PIt .......

etA-CIItllCllal; 11)-...........-.: IotT - ..............

f.l S..hcrlj#Itnt PrrItH&
Subscription periods should not be longer than one month. Re
gardless of the subscription period (daily, weelcly, mon~ for
example), the subscriber should be notified of the subscription
pricing in conjunction with the subscription period.

The fOllowing table is an example of a daily joke program (sub
scription):

Table 13

~ 81mp1ekt a.vt
erA
YO (kIywlIdJ (fa..... '.m, ~

MY W1bJn12»a~IIt~ U..bedIIIQId$~ SId
.........bllXllPt. "IlIt't'ES.b~~O riff
tnI,..srOP. ....~~

YO y ~

Mr "DIn now aaatIId b lit _ JaIa Fa mrn Prwriun
iltD go~ htlD/fwww,ltOO<?,cgnf. b ~U smd
ST<PIt .......

etA- CIItllCllal; YJ-........_1otT-IINIIJII......,....

f.J ....44Id....' C...ttftt ftW WAP ..',alrd"",
For subscriptions opted-in to through the WAP dow, the advice
ofcharge page shown below must be pn:sented to the subscn"ber
by the content provider.This page describes the pUl'Chase terms
of the subscription including the biDing fR,qucncy and the pur
chase link name is changed 60m"Buy" to "Subscribe".

The pUl'Chue con6nnation page should be set out as in the ex
ample illustrated. The page must contain confumation of the
charge and the activation of a subscription. It must also contain
advice <1 how to terminate the subscription using the STOP
command:'
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f.' SwtriI"" 1JU".~ lt~11IMrMaute
Befo~ the program is renewed. or at a minimum of once per
month, a renewal meuage must be sent to the participating wb
scriber's handset containing these deuils:

• The name ofprogram

• The fact tblIt the prosram is a subtcription and is being tenewcd

• 8I1Iint period and advice o£charge tOr the program
• <>p..out de_

M1' lIlIIIIla byow 0DIllInuId "MAIIIttI A
...........CIl,wnut blb..

_lllllllk AIIJI'I snl' It"" tnI " CII'ICeI.

This information may be supplied in other program-related
mnsasms to the handset but should coincide with the sub
scription anniversary.

Each subscription service must be renewed independently of
when the subscription was originally ordered.

f.S nr.,..". /I SIlNt:rl,tIM
Subscribers should be able to terminate their participation in
a wbscriptioa program as speci6cd in the section immediately

above. Thne requiRmmts also apply to terminations of sub
scripcioo ptognma:

• When a subscriber opts-out of a program. no fUrther pre
miwn chaqp should be submitted by that program for that
subscrikr.

• There should be no minimum subscription periods for
any program. For clarity, this does not mean that pro-ra
tion is llequired.

FM subscriplioa semces that do not originate from an MO text

message. but oriBin* &x cxampJe from a d£ct URL entry or
search link to aWAP site, the payment advice page must dearly and
oonspicuowIy paent the fullowing prosram details:

• ldenti6cation o£ the pIqJIml as a subscription and the biDing
inrenaI.

• Contact details fur the prosram sponsor-Eitbera ~ttee own
her or a~ site address tOr opt-out~

• TenniDation details. This should include use of the STOP
command or its variants, as set out abow, and a mobile or PC
~b sitew~ the user can list live subscriptions and cancd
any or aD of these.

10.0 Chat
1'.1 'Jtrt.f ojCIIM
There are two types of chat: onc¥to-one and group (or com
munity) chat.

• One-to-One-These chat prognnu come in two types:

Peer to Peer or Operator Assisted.

- Peer-to-Peer chat progranu include interactions
between two individuals, neither of whom is a paid
..chat professional".

- Operator Assisted chat programs are all chat pro
grams that are not peer-to-peer. For Operator As
sisted chat, the interaction should be a one-to-one
meuage ratio.

• Group/Community Chae-Group chat programs are typi
cally designed 10 that multiple chat participants may interact
with each other during a chat· session. As a rmdt, many pre
mium meuagoes are distributed to an end user after the end
user has initiated interaction with a member of the group.

- Gtoup chat prosramsmust be monitored 24x7 by chat
proridea fOr compliance with the specific carrier~

mmts,policy, and aD applicabJe laws and regulations.
- The number ofparticipaoca in a group chat sesaion should

be limited to provide a good subscriber experience.

1'.J ea.n.I CIIM CNUkIItm
• Boca IhouId not be used in chat.lbis docs not apply to~

tion ot~¥echats or to match inlmlctions.
• Chat panicipants should haYe the ability to ~rt and block

menJbcn whote activities are~\IN asaburivoe,~ or

inIppropriate, ot that promote iJIegal activity.
• ~.1JX!IIatP aociated with opting into the prognm

and seaing up pm6Ies should not incur pmmum chaqp.
• For chit pmganw., the~ should be opted-out .. 90

days ofiDaccMty. An~ Il'K'JIaSC in&>nning the sub
sera- ofthe ope-out may be sent.
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• Ifa matdl noti6catioo service aoffetN as part ofa chat ptlOgl'UU.

and the senice gencraees pranium chaqp, an additional opt-in
sbould be obtained from the subscriber foc tha KrVice. .N. a
maxUmun. t\'W premium messagcs-oc bow standard rate~

saga-oCthis type may be sent in a 24-hour period.

1',J CINt PmtdM. Billl.~
Subscription, bundle, or per-message biDing are biDing options
giown when the subscriber is notified and opts in for $25 in p~

mium charges. The policy on spending cap limits is set by indi
vidual carriers. These guidelines are intended to support policy
synchronization to enable a consistent customer experience and
enable more efficient compliance and monitoring.The guidance

is as fOllows:

• Spending cap limit'S are set on a per shorteode basis
• Spending cap limits are based on an operational month based

on date ofinitial sign-up (example: user signs upon April 4th.
all months wiD end on the 4th ofeach month)

• There should be an additional opt-in required fiom the sub
scriber once they have ~ched $2S ofp~mium charges on
a shorteode, with additional opt-ins requi~d from the sub
scriber every $2S of p~um charges incurud thereafter.
These additional opt-ins are mer~d to as triple opt-ins.

• Triple opt-in mesup should express cumulative premium
cbaIge dollar amounts ~hed (for example $25. $50), not
the number ofmessages billed.

• No MTs should be sent to the wbscriber other than a con
tinuation meuage until the subsco"ber has Iq'1ied afIirtnr
tively. If the subscriber tries to chat without opting in. addi
tional continuation messages or solicitatiom may be sent. If
the subscriber does not attempt to chat, no additional mes

sages mould be sent.This chat participant should he comid-
e~d in a PAUSED status.

• HELP and OPT OUT keywords should be included in the
continuation message.

• Ifthe subscriber does not Iq'1y affirmatively to the continu
ation message, the system should pause until the subscriber's
anniversary dam.

• Susgest:ed keywords are the same as the opt-in keywords
defined earlier in this paper. In addition, MORE, ADD or
CONTINUE should be supported as ~-opt-in words.

• Regardless ofthe subscriber's status, helshe should be able to
opt-out of the program at any time.

• While the subscriber is in PAUSED status, no p~um
charges should be applied to their account.

• 'The content providers sbouId not be~ to queue mes
saga to send to the PAUSED subscnber for ~-transmision

later..
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YO PlY.........11 III lWJi8) -.at$751Ml) S*S
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~ UORE or WIIIt unl12112.Oi t) IIlUlIIdldlg.
Reply ST<P tlqlteuor IEI.P for WO.

II) YORE S'i

UT Thri you. 'lbu nr I1lJlJ cantu dialing'" dtw S*S
~ AepIy FII) b' 'fU"'*fIll or MIHJ for Il'lDII
cornrnnIL

II) lqtlltwNle.......lllf1UB)....SlOO... S*S

UT ~w ... '100 lit .....mcI1IIl. b_dIalIng S'i
~ YORE or.....1211W5 t) ..... ctIIIIIng.
Reply sn:P tlopteuor IElPb' WO.

II) MORE S*S

UT Thriycu. b111l1J I1lJlJ CGlIIIu cIlIIlklfI wiIldtw S'i
~ AepIyFII) tor 'fU"'*fIll or W:HJ for moll
00IllIlWIdL

1',~Clt4I~.

• Advertising &x chat programs should not imply unapp~d
content.

• For operator-assisted chat, appropriate disclos~ should be
made in the advertising and terms and conditions ofthe pro
gram.

- Example disclos~wotding:This program employs op-
eraton who are paid to partil:ipate in chat.

1'.J Clt4I &.,,"u
The following are examples of uDal:ceptable double opt-in

language:

• "Thanks fOr participacing in ABC chat. Participation wiD

o '1ro1M:tlIa~ Auoc:/Qlion, 1670iIIoOdwOv. sute8/D. 0..-.co 1n:D2
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cOlt $0.99 per MO message. Enjoy!"
I.ue-No c:006nnatioo prompt.

• "Thanks for participating in ABC chat. Your 6nt 3 m_
sages are IRe. Enjoyl"
lIsu~ dear clari6cation of pricing; no confirmation
prompt; mialeading.

• "Thanks for participating in ABC chat. Reply with your
se«en name to begin chatting with a bunch of really inter
esting people who win like you. Each message costs SO.99"
Issu~isleading: "really interesting people who wiD like
you"; not clear that by responding subscriber is opting in.

• "Thanks for participating in ABC chat. Participation is IRe
except for every third message that wiD be charged $9.99.
Reply withy to startl"
115ue-Misleading pricing.

11.0 Customer Care

11.1 ~.ptHlluU.g ojD~#lctINtlo• ••" Jtuld~"

N.un PlI"
To the exknt that carricn supply deactivation and ~cled num-
her inbrnatioa, Content Ptovidcnand~n are required to

have appropriate and dfc:ctiYe systems and procCISCI for managing
deactivation and m:ycled number inGxmation. These systmu and
plOCesICI should be designed to ensure that mobile contmt pr0

grams subscribed to by pteYious holden ofa specific phone number
do not caotinue 110 be deJiWftd or biDed to a subsequent bolder o£
that numberwhen it is R:alIlIigncd. ContmtProviders andAgsrega
tori should procee deactivation information within three bwiness
days ofreceipt.

11.1 Speatll. C#l1' lJmU,
Spending Cap Limits for non-ehat programs:

• The policy on spending cap limits is set by individual cani
en.These guidelines are intended to support policy synduo
nization to enable a consistent customer experience and en
able mOA' dlicient compliance and monitoring. The
guidaace is as follows:

- Spending cap limia are set on a per short code basis
- Spendins cap limits are based on an operational month

based on date of inicial sign up (example: user signa up
on April 4th, aI months wiD end on the 4th of each
month)

- Spending cap limit is suggested to be $SO foe non chat
programs

) lhere should be an additional opt-in requimI from
the subscriber once they have reached $50 o£pro
miwn charges on a sbortcode, with additional opt
ins requised hom the subscriber f:'Iery $25 ofpro
mium chargG incurredth~. These additional
opt-ins aa: Rlerm:l to at triple opt-ins.

) Each cacrier may have their own policy RlgUding
bard spending caps (i.e. spending limits that can
not be exceeded. regardless of additional triple
opt-ins), check with your ~gatorfor details.

) Triple opt-in messages should express cumula
tive premium charge dollar amounts reached (tOr
example $SO, $75), not the number of messages
billed.

Spending Cap Limits for chat programs:

• Utilize policy from prior section

Tahle 16
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11.J Bill .AI«
11.J.l BUI-Jue~
Providing subscribers with a description of the billing detail will
facilitate the recognition of the cbarsa when they ~eive their
biB. Greater RlCognition of the charge will result in fewer billing
disputes.

Where possible, in order of priority, the following elements
should be inserted in the canier billing descriptor (indwiOft at
discretion o£carrier).

1. Shortc:ode

2. Brand Name and/or BricCProgram Description

3. Toll-fm: Help I#-

4. 1YPeo£~bue - product description (for example:
Ringtone.TextCbaf. m-ComDlCKe. etc.)
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Note: Timestamps and taritli are typically driven by carrier
platform.

11.3.2 Bill-I-« lh#riptor "ftflllUkrs
Where applicable. the content provider or vendor may remind

the subscriber of the bill-face descriptor that will appear on their
wireless phone bill.This mninder could take the form of a teA"t
~ wdJ buedcopy, an audio prompt or to:t within a print ad.

The ability ofvendon to provide this information accurately de
pends upon the disclosure and accuracy of the carrier bill-face
formats provided by the carriers.

Table 17. BILL-FACE DESCRIPTOR FORMAT BY CARRIER

CAAFIIIt fORMAT,.......... 27 Qln:tn <ShoIt:odt. 8rlIf Propn o.:.lpIIoll>

AT&TMobIIr 62 Qln:tn <ShoIt:odt Iftd Merclln~Merotln
MIme.ToI Fnt HIIp I>

SprInt NIdI! 22 Qln.1n<flIlMdIr. SIlcrt:odI. 8rIIf P!ogrIm DIIa_1>

T-lblil 2FiIIdI·15Md 215 cNndnr~
ReId 1<Web PRMdIr>
ReId 2<JIloIt codI.~

VIrID :no....-<9loIbIdt,8lIIfPlopn~ let Ifte..,t>
~

11.4 Du,tlte ..mI,....
Customer satisfaction is essential to the ongoing health of the
mobile ecosystem. and is a key to the continued growth of mo
bile marketing. AI such, we understand the importance ofestab
lishing a mechanism that empowen consumen to address ques
tions or concerns regarding a mobile transaction.

Potend81 Scenario. requirina Dispute Resolution:
• Subscriber cannot cancel text mcslaging service.

• Subscriber ordered content (e.g.. Ringtone, Games and
Movies), but content either did not stream. download or
doeJ not load properly.

• Subscriber disputes a PSMS charge on his phone bill
(one time).

• Subscriber disputes a SMS subteription service.
• Subscriber feels he has been deceived by a mobile marketing

mesaage and!or program.

Dispute Resolution Prindple
• DiIpuee mo1ution is in the sole dUcretion and management of

each wUdaa carrier for tbeU respectM eustomen.

12.0Word ofMouth Madradac
Vual marIactmg ia the comm.mication via text message or other m0

bile coda1t including ringtones, ganes and waIJpap« by a proces in
which oonsuJll« A~ the~ identifies ccosumer B who
they bdievoe will be intemtcd in the~ and initiates a proces
- web all inputting a phone mllnbcr - by which CODIUI'DeS' B auto

macically ftCei\a the mcaage.

A viral rnasage ItWIt disclose to the recipient (consumer B) that the
message: was fixwuded by another consumer (comumerA), all well all

the identity ofthat COIlSl.lIDer'.

Pumitted viral m.adoeting campaigns include those w_:

• The initial consumer (consumer A) manually intervenes to
select a secondary recipient (consumer B) to n:ceive the mes

sage,e.g., by inputting the secondary recipient's mobile phone
number (must identify the originator of the message); and

• The forwarded message is directed to Consumer D's mobile
telephone number

• Note: 1£Consumer A is sending from the mobile web. Con
sumer A's identity must be verified prior to any mesage be

ing sent from mobile web.

* Some states have additional restrictions or &t prohibitions
on commercial text messages. Before initiating any viral cam
paign. it is important to R'view the applicable state laws.
Content providers!aggregaton are responsible for ensuring

compliance with all applicable laws.

Prohibited vital marketing practices include:

• Mesap forwuded by automatic means generally by means
ofan application. e.g., acceving a consumer's contact list 01'

address book.

• Messages fOrwarded to an IntIerDet domain name -.igned 1IO a
wireless operator for mobile metAging service.

• PlO'Jiding inducemenl5 - e.g., payments, discounts, fm, goods
or services - in exchange fOr a consumer's~ to b'
wud a rnaugoe.

• Origination is from commctcial soun:e (ensure n:dected in
ab<we language)

• Scoding to deactivucd numbers.

13.0 Content Specific: Propams

AIcoboI aad 1bMcco Propwn AppvvaIa
• ProgramapprovaJa are at the discretion of the carrier and

are evaluated on a case-by-ease basil.

• Content provi<kn are encourased to check with their ago
gtegator to determine specific program guidelines around
their program.



...
•- rYlrraa-•••..... ~.,..,...,...

t8lOdeItio I Consumer Best Practices Guidelines

General AucIieace Content
• All content must be available for all audiences.

PromodOMI Content
• The approval ofpromotional content is at each carrier's dis

cretion.

Cb8ritable Giw.,
• The approval ofcharitable giving programs is at each carri

er's discretion.

14.0 ConP"I1.r Best Practices Guidelines Efl'ee
tiwo..Date
Consumer Best Practices, revision 3.2.,iI effective December
11,2007.
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15.0 Who W. Are

Abt tltt MHik Matlutl.~Auodlltio"
The Mobile Marketing Association (MMA) is the pmnier global
asIOCiation that strives to stimulate the growth ofmobile marketing
and its aslOCiated technologies.The MMA is a global organization
with SOO memben Iq)n:senting over forty countries. MMA mem

ben include agencies, advmisers, hand held device manufacturers,

carrien and operaton, retailen. software providers and service pro
viders, as weD as any company focused on the potential ofmarket
ing via mobile devices. The Mobile MarketingAssociation j global
headquarters are located in the United States and the MMA oper

ates regional chapten in Europe, Middle East '" Africa (EMU).
Asia Paciftc (APAq and Latin America (LATAM).

For more information, pleae viut "",vw.nunaglobal.com

MMA CoaIrInta But Prwtkn CMfSfffitt«

Tbe MMA Consumer Best Practices Committee was established to

deYdop a recommended set ofguidelines to ensure a better wirelC5ll
comumer experience. The US Consumer Best Practices Commit..
tee, chaired by AT&T Mobility and the Mobile MarketingAssoQa.
tion, developed these guidelines in collaboration with representatives

from the following member companies:

Consumer Best Prrtcllccs Committee Members......... MIT....... ...
ChIIMI I AIaIdII --hlp (a fIubIda EJlpodiIt.I&

~...... l.MIfI MaIIIII UIiIIe........ lIlY ....... .......
",-1Ic. CpIAU ..... GNIlII_

Spmlllldll s,11A113I& ,....-
.....e-uI- ThI...DIIIlIrc.. T.......
ClIbI,IIIc. PII'f

v.s-.Inc. vn.......

Each year, the Committee holds an Industry Forum to solicit

feedback from the industry. In January 'lJXJ7, the Committee
held an industry forum to solicit feedback on the guidelines from

R1'resenutives of the Mobile Marketing ecosystem. More than
180 individual., R1'resenting over 120 companies, were in atten
dance. The indusay forum will be held aonuaBy.

16.0 a.eferenc..

The~ documents provide additional soun:es oiinfonnation
and reference:

• CAN-SPAM (http://wwvdl:x:.£O'f/cgb!poIicv/canspam.html)

• Common Short Code Administtatioo Olttp:!/www.usshort

cooes.com)

• COPPA (h!tl):11\\-,,,w.£l:c,~'Ov!o~clcoppal.htm)

• FTC Guide Concerning Use of the Word "Free" and similar
reptaentations site defining 'fft:e' (wVv·w.!ic.goy!bcp!gllides!

tree.htm)

• MMA Glossary o€Terll1l Q1ttp:!! ....'ww.nu113~lobal.coIl1J W0S-

~

• MMA Mobile Promotion '" Sweepstakes Overview (hmtiL
www.mnuglobal.com/tnobilepronlocions.pdt)

• MMA Short Code Primer (http:!h.,;",v.llln1a~ob:U.com!
shortcodeprimer.pdt)

• MMA Understanding Mobile Mad.eting Guide 01l:q):!!vO/WW.

mmaWobal.col.nlmobilemarkering l02.pdt}

• Tdephone Consumer Protection Act (per PDF document)
http://www.the-dma.org/gllidelinesltcpa.shtml

• MMA OffPortal - An Introduction to the Market Opportu
nity (http://ww\v.mlwglob:U.com!offuortal. pdQ

• TlUJSTe (I:mr:llwww trnste.oq;/)

Contact U.

For more information. please contact the Mobile Marketing
AssociatioB at:

Mobile Marketing AMOciatiOR
Email: mmara>.mmaglobalcom

Phone: +1.303.-415.2550
Fax: +1.303.499.0952
v..'V\"\V.mmaglobal. com

Glossary ofTernu

The MMA maintains a nomenclature glossary of aU terms

within MMA guidelines. education documents and research.

The glossary is available at 1m!?:!!w","W.mn1J~lobal.com! glos
sary.pdf
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